The purpose of this research is to empirically formulate new distribution strategies that can service the fast moving consumer goods industry and the service industry as a whole. Inspiration was drawn from the orthodox distribution strategies (intensive, selective, and exclusive) currently used in the service industry. To approve its empirical efficacy, the study is set also to determine the impact of these new strategies on sales performance. The study is implemented through a two-stage process of literature review and empirical survey. Evidence was drawn from Ghanaian fast moving consumer goods industry. Structured questionnaire was used to gather data from 415 randomly sampled members in the target population. The data obtained were processed using SPSS version 24. Multiple regression analysis was also used to assess its impact on sales performance. The study revealed that intenelectro aggressive strategy with an average mean of 4.02 is the most adopted strategy by the Fast-Moving Consumer Goods Companies followed by selec-electro aggressive distribution strategy (average mean of 3.81) and exclu-electro aggressive distribution strategy (average mean of 3.74) in that order. The study again revealed that there is a positive significant relationship between inten-electro aggressive strategy and sales performance ( = .490, p< 0.05). This newly propounded strategy (inten-electro aggressive strategy) is proven to have a significant impact on sales performance in the fast moving consumer goods industry understudy. Thus, inten-electro aggressive strategy has a moderate positive relationship with sales performance. The statistical implication is that, holding all other variables constant, inten-electro aggressive strategy induces 49.0 % change in sales performance of the fast moving consumer goods firms understudy. Thus, this result proves that a unit change in the effective execution of this strategy will induce 49.1% change in sales performance. In other words, when inten-electro aggressive strategy is improved by 1%, sales will be improved by 49.0 percentage change. The significance level of this outcome according to the study results was 0.00 which is less than 0.05 indicating that the variance between the two variables in question was significant. The result again proves that exclu -electro aggressive distribution strategy, impact positively on sales performance. It poses as a reasonable positive inclination to sales performance; thus ( = .595, p<0.05), Thus, holding all other variables (InEADS & SeEADS) constant, Exclu -electro aggressive distribution strategy causes 59.5 % change in sales performance. This result proves that a unit change in the efficacy of exclu -electro aggressive distribution strategy in will induce 59.5% change in the company's sales. The significance level of this outcome in reference to the study results was 0.000 which is less than the standard value of 0.05 indicating that the variance between the two variables in question was significant. Selec-electro aggressive distribution strategy has a positive significant impact on sales performance thus ( =.532, p< 0.01). It can be said therefore that any improvement made in selec-electro aggressive distribution strategy, will cause sales performance of FMCG companies to increase by 53.2 %.
I. INTRODUCTION
The marketing function responsible for moving the product to the customer is distribution (Segetlija et al., 2011) . In modern business, distribution strategies have a great impact on the success of the business. Hence in order to survive and thrive in highly competitive market, the firm should ensure effective distribution strategies that at any point in time can facilitate distribution of its goods and services. In order to make right decisions regarding all these aspects, the firm requires a complete knowledge of the problems faced in executing its distribution strategies in either urban or rural communities. It is worthy to note that there seems to be a thin line between the needs of urban and rural dwellers, meaning that, it behooves on the channel members not to think that one has a complete upper edge over the other (Grewal & Dharwadkar, 2012) . There is a greater degree of rural base choice that have different consumption pattern of FMCG companies. It is interesting to know that the rural population of this current generation is more oriented towards urban patterns of living and their preferences of FMCG companies are different. The attributes of distribution strategies need to be studied and consequently come out with those appropriate distribution strategies that will serve the firm's target audience better. According to economic distribution channel theory, the "ideal" distribution system or the normative distribution channel can be determined by exploring what the consumers want in terms of service outputs from the distribution channel, how much they are willing to pay for a given quantity of goods, how the product can be offered to them, and what the costs of the alternative distribution channels are (Grewal & Dharwadkar, 2012) . Hence FMCG companies should be able to identify appropriate distribution strategies that will give them competitive advantage. Delivery of the product/service to the final consumer in the right place at the right time, at the right quality and quantity outweigh all other efforts in marketing (Kushwaha, 2012) . Unfortunately, many organizations fail to establish or maintain the most effective distribution strategies (Baker & Hart, 2008; Bikram, 2013) . Management decision on how to select the right distribution strategy largely contributes to availability of products to the consumer at the right time and right quantity and quality (Baker & Hart, 2008) . A well planned and organized distribution channel is absolutely vital in order to get the firm's product to the final consumer (Aaker, 2009 ). The reverse is however true with weak distribution strategies adopted by management. Thus, consumers are unable to have finished products from distributors or manufacturers at the right time, and in the right quantity and quality. Thus, the continuous unavailability/shortage of products in some parts of the country could largely be attributed to some of these challenges mentioned above. It is against this backdrop that this study is conducted to empirically ascertain and remodify the marketing distribution strategies existing in the Ghanaian Fast-Moving Consumer Goods industry and also to determine the effect of these new strategies on sales performance.
II. EMPIRICAL REVIEW OF DISTRIBUTION STRATEGIES
Distribution strategies play a crucial role in the launch of new products to the market. Distribution is crucial in the eventual acceptance and sales of a new product in the market as it determines the availability of the new product to the customers. Distribution decisions are far reaching because changing them is both resource and time demanding and hence firms have to take great care in designing their distribution systems during the launch of innovations (Rosenbloom, 2007) . As distribution strategy plays a role in enabling the availability and application of the product in the marketplace, therefore the distribution strategy employed by the organization would impact the nature of "market support" capability that can be provided to the innovation. The basic distribution intensity strategies that a manufacturer can employ are intensive, selective and exclusive. As stated by Rosenbloom (2007) , intensive distribution exists when a manufacturer sells products or services through all or most of the possible channel distributors that provide a particular category of product in a given market. He further clarified that an intensive distribution approach gives manufacturers the highest probability of selling their products or services but only after the required investments in demand generation are made. Kotler (2011) argued that the higher the intensity of brand distribution in a given market, the lower the manufacturer's influence on channel member performance. Moreover, having too many channel partners can harm the brand image and its competitive position. This coverage strategy is more appropriate for manufacturers of brands placed near the low end of the quality continuum to promote convenience and competitive pricing for the customers (Frazier, Maltz, Antia & Rindfleisch, 2009) . Studies have found distribution strategies to include intensive, selective and exclusive distribution strategies (Musso, 2010; Leroy, 2017) . These strategies help firms to overcome the challenges associated with distribution. It has been found that, there is no one best strategy to adopt thus each strategy is unique in its own way. This section provides an extensive review of these strategies. Goi (2011) stressed that, intensive distribution strategy ensures that products are convenient, accessible and available to customers at all times. It also ensures that, the firm relies on the market orientation strategy to address customers' demands and also secure several outlets. This therefore prevents external distributors from gaining access to a firm's customer base. Kotler (2011) stressed that, with this strategy, a product is available at maximum number of retail outlets, carried by numerous retailors in a defined area. Products are visible in as many places as possible. It therefore ensures high sales volumes and high product visibility, impulse buying. However, the products are lowpriced and low-margin, thus fast turnover is needed. Due to many retailers, manufacturers give up good control over pricing and product display. According to Slater and Olson (2001) and Kotler (2011) , intensive distribution strategy could be measured using indicators such as market orientation, securing many outlets and consumer convenience. It can also be measured using other indicators such as product availability and product accessibility to consumers (Slater & Olson, 2001; Hult, Ketchen Jr & Slater, 2005; Hauser & Shugan, 2008) .
III. INTENSIVE DISTRIBUTION STRATEGY

IV. SELECTIVE DISTRIBUTION STRATEGY
In selective distribution, a manufacturer's product or service is available from more than one channel partner, but the product is not accessible from all businesses that market the category of product (Rosenbloom, 2007) . Customers seeking particular brand of product will interact with the businesses in the market that the manufacturers have selected as partners. Selective distribution is a suitable choice when manufacturers would like to design their strategies so that their channel partners have a rather active than passive role (Rosenbloom, 2007) . Frazier et al. (2009) argued that manufacturers positioning their brands as high quality have reason to pursue a highly selective distribution policy. Moreover, with this strategy, several retailers have the right to sell the products in specific area. Customers compare these goods on price/quality basis. This strategy has the ability to generate high sales volumes by a relatively small number of retailers. However, the strategy has a risk of inadequate market coverage and choice of retailers and outlets. Retailers can influence producers to reduce the number of retail outlets. According to Nevin (1995) and Frazier et al. (2009) , selective distribution strategy could be measured on the basis of customer relationship, focus on outlets, control over outlets or customers and meeting customer's requirements. They were of the view of that, this strategy is centred on selecting customers or outlets in order to fully meet their demands.
V. EXCLUSIVE DISTRIBUTION STRATEGY
Exclusive distribution provides high levels of channel partner profitability that allows them to offer functionality consistent with their roles in the 'push' strategy. According to Zhao, NIu and Castillo (2010) , exclusive distribution implies that a manufacturer can have strong influence over the distributors of the brand. However, manufacturers should be careful because exclusivity may lead to conflict between the manufacturer and the distributors due to the high level of control from the manufacturer's side. Exclusive distribution creates an image of the brand that has superior ability to perform its functions (Zhao et al., 2010) . The manufacturers need well-trained sales force to convince the target channel members to carry the brand. The strategy also involves active channel partners and loyal business partnerships between manufacturers, distributors and customers. According to Kotler (2011) , a particular retailer sells a product to a specific market segment in a defined geographic area. High price, high margin and lower sales volumes are traits of exclusive distribution. This strategy ensures dealer loyalty, better sales forecasting and inventory control, high level of customer service. However, it could be faced with challenges such as sales volume might be easily lost. When sales are depressed, the retailer can dictate terms to the other channel members. This strategy could be measured in terms of number of retail outlets, control over product image, price dictatorship and mode of involvement (Frazier et al., 2009; Ferrell & Hartline, 2012) .
VI. DISTRIBUTION STRATEGIES AND SALES PERFORMANCE
As indicated by Musso (2010) , strategic decision on distribution channels is growing in both popularity and significance in the business world. A number of reasons have been assigned for this phenomenon. First, because focus has shifted towards the customer, distribution has moved from being the backwater of strategy to the mainstream, since it is where much of the profit and sales volumes in many industries can be found nowadays (Gebauer, 2009) . Put differently, distribution and its systems have become crucial source of increased sales and competitive advantage. This phenomenon has been described quite extensively. Distribution channel strategies affect many other aspects of marketing strategies. According to Kotler (2009) , distribution affects sales, since if the product is not available, it cannot be sold. Most customers will not wait until it can be reached. Mouzas and Ford (2009) established that aspects of price that affects effective distribution of the company products includes; high transportation costs, increased inventory management cost, many middle men in the distribution channel and lack of price adjustments. On the other hand, the literature (Neslin & Shankar, 2009 ) suggests that the adoption of a new distribution channel may result in channel conflicts. Additionally, multiple-channel structures can be very difficult to manage. According to their arguments, a firm with single-channel strategy would perform better than one with a multiple-channel strategy. Claro and Claro (2010) also argue that the changing business environment has recently challenged many firms to seek out new methods to achieve sustained sales volumes through market orientation and distribution channel collaboration. In the view of expressed by Alrubaiee and Al-Nazer (2010), the prosperity and success of a producer/manufacturer and its distributors hinges on other companies. They further explain that a producer's / manufacturer's success cannot be attained using their own effort; having a good partner in distribution is essentially vital. They also expressed that for businesses to compete effectively in today's competitive environment, there is a need for them to re-evaluate their existing distribution and make adjustments when necessary. Etim, Sunday and Eni (2011) suggest that a multiple-channel strategy may generate more revenue because firms can use different channels to sell different products. When a company starts using a new channel, it can expect higher sales growth through this channel than the channel it has traditionally relied on, because with this new channel a company frequently attempts to tap into a new market segment and therefore enjoys considerable growth opportunities. Moreover, Wright (2012) also posits that a multiple-channel strategy can also reduce costs. Thus, firms with a multiple-channel strategy may perform better than firms with single-channel strategy. A study by Tang, Wang and Wang (2014) noted that supply of china imported goods, existence of many supplier's loss of market share to competitors and quality of competitor products affects distribution of the locally manufactured FMCGs. Gateru, Muturi and Senaji (2015) found out that effectiveness of the company promotion campaigns in creating awareness of the company products influences many customers to FMCG from the competing firms with more effective promotion campaigns. Also, the literature identifies study conducted by Verhoef, Kannan and Inman (2015) which investigates the distribution strategies adopted by various firms in their market and distribution of their products. Particular attention was paid to cosmetic companies. The objective of their study was to find out the various distribution strategies adopted in marketing of wares and the factors influencing adoption of such strategies. The findings of the study revealed that, most of the firms are yet to embrace strategic marketing and distribution ways in order to sell their products and subsequently leap marginal profits. Besides, firms should adopt modern technology in improving their distribution of the products. A study by Lemon and Verhoef (2016) revealed that existence of many firms in the target market leads to increased competition and this makes it difficult for a single company to effectively distribute its product in the competing market and increase its revenue. Ailwadi and Farris (2016) confirmed that lack of distribution of FMCG products in various market segments by many FMCG companies in Kenya can be attributed to an increase in supply of cheap Chinese FMCG products in the market. Nyaga (2016) identified that high level of competition in the market that affects distribution of products is influenced by supply of China imported goods, existence of many suppliers, loss of market shares to competitors and quality of competitor products. It could be deduced that, distribution strategies have been found to influence sales performances of FMCG companies globally (Nyaga, 2016) . For instance, current studies by Ailwadi and Farris (2016), Lemon and Verhoef (2016) and Nyaga (2016) confirmed that, distribution strategies help FMCG companies to distribute goods with speed regardless of geographical location. These are clear indications of the contributions of distribution strategies such as intensive, extensive and selective strategies in improving the distribution processes and invariably increasing sales performances.
VII. RESEARCH FRAMEWORK
Based on the literature review the research framework is presented in fig. 1 . The underlining variables explaining the relationship between the concept ;( distribution strategies) on sales performance were carefully selected and remodified to suit the current distribution trends. In a bit to achieve this outcome of the research problem the following hypotheses are developed to guide the study;
H1: If "inten-electro aggressive distribution strategy" is employed, it will have a significant positive influence on sales performance.
H2: If corporate managers, wholesalers and retailers are acquainted with "exclu-electro aggressive distribution strategy," then there will be a positive inclination towards sales performance.
H3: "Selec-electro aggressive distribution strategy" will have a significant positive influence on the company's sales performance.
I therefore propose this conceptual framework to guide this study. Fig.1 VIII. PROPOSED CONCEPTUAL FRAMEWORK The conceptual framework seeks to prove that these newly propounded distribution strategies (Affran marketing distribution strategies) have a very sound relationship with company's sales performance. Empirically the Affran marketing distribution strategy(ies) is defined as the synergistic blending of the physical and electronic modes of transporting goods and services coupled with a well formulated integrated marketing communication programme to achieve the specific distribution objectives. From Figure  1 , the independent variable was represented by distribution strategies such as inten-electro aggressive, selec-electro aggressive and exclu-electro aggressive distribution strategies whereas the dependent variable was represented by sales performance. A quick explanation to some key variables in the model; Inten: (intensive) -Maximum intensity of the physical distribution of goods and service to the target audience. Exclu: (exclusive) -exclusive intensity of the physical distribution of goods and service to the target audience. Selec: (selective) -marginal intensity of the physical distribution of goods and service to the target audience. Electro: (electronic) -electronic distribution of goods and services powered with integrated marketing communication stimuli. Aggressive: The simultaneous application of IMC tools to buttress the physical and electronic distribution of goods and service to the respective target audience. Thus, "inten-electro aggressive distribution strategy" is defined as the maximum intensity of the physical and electronic distribution of goods and services powered with integrated marketing communication stimuli. While "Exclu-electro aggressive distribution strategy" is the exclusive intensity of the physical and electronic distribution of goods and services powered with integrated marketing communication stimuli. Lastly, "selec-electro aggressive distribution strategy" is the marginal intensity of the physical and electronic distribution of goods and services powered with integrated marketing communication stimuli. Thus for an effective, speed and accurate distribution there is the need for multiple combination of these strategies propounded. Distribution in this era is never complete until it is totally linked integratively with the marketing communication elements.
IX. METHODOLOGY
The study employed the Krejcie and Morgan (1970) sampling size determination table to obtain the minimum sample of 415 from the total population (retailers: 311, wholesalers: 70, distributors: 34). A structured questionnaire, primary data collection instrument, was used for the data collection. The questionnaire was appropriate and as such, designed to meet the stated objectives of the study. The questionnaire was made up of close -ended questions which gave respondents the opportunity to respond to specific issues of the study. The data was then processed using SPSS version 24. Descriptive and inferential statistical tools such as Pearson Product Moment correlation and multiple regression were employed to analysis the study's data. The correlation analysis was first carried out to examine the relationship among the variables. Each variable was run against sales performance to assess the relationship. The relationships were tested at .01 significant level with (99%) confidence level. The strength of the relationship between the independent and the dependent variables were interpreted using Cohen's (1988) guideline. The guideline showed that, r = .10 to .29 represented a very weak relationship, r = .30 to .49 represented a weak relationship, r = .50 to .69 represented a moderate relationship and finally, r = .70 to .99 represented a strong relationship between the variables. Table I revealed that, for fast moving consumer goods companies to fully execute this strategy they have to adopt the following tactical operations the first is to ensure that their products are accessible to customers. The degree of accessibility depends on the distribution vehicles they employ. This result reported a higher mean with standard deviation (M=4.14; SD=.789). This means that, fast moving consumer goods firms should ensure that customers can easily obtain and understand their products. Due to fierce competitions in the distribution businesses, in recent times, fast moving consumer goods firms have been induced to get their products closer to customers while ensuring that their product specifications are clearly understood using other electronic distribution platforms in addition to the orthodox ones. This finding was in line with a study by Zikmund and d'Amico (2011) who stressed that, product accessibility is an important aspect of Intensive distribution strategy. Also, Kotler et al. (2009) revealed that, intensive distribution strategy focuses on making products accessible to customers. The second tactical operation as an aspect of the inten-electro aggressive strategy is to ensure the availability of products to customers (both physical and electronically) obtaining a mean and standard deviation (M=4.07; SD=.884). This means that, firms that adopt this strategy should ensure that they make their products available to customers as and when needed. This implies that, failing to make products available to customers as and when needed could affect the effectiveness of inten-electro aggressive strategy. This can be achieved by aggressively supporting with a comprehensive integrated communication programme (M=4.17; SD= .624) intended to inform prospective customers about the existence of the goods or service at that particular outlet. According to Kotler et al. (2009) , firms make products available to customers by setting up several distribution centres at vantage points and ensure optimum levels at all times. As firms establish several outlets, it prevents external distributors from gaining access to a firm's customer base. Also, the table revealed that, firms moderately rely on the market orientation strategy as an aspect of inten-electro aggressive strategy. The result had a moderate mean with standard deviation (M=3.86; SD=1.026). This means that, fast moving consumer goods firms adopt this operational tactic to ensure that customers' needs are identified and that provide products that satisfy them. This result implies that, in adopting Inten-electro aggressive strategy, firms pay minimal attention to identifying customers' needs and this could be because, they act as intermediaries and an as such expect the manufacturers to carry out extensive market research to ensure that they are producing to directly satisfy their customers. This finding was supported by Vibhash and Lakshmi (2008) who revealed that, fast moving consumer goods firms struggle to ensure market orientation due to the presence of economic issues such as costs which could increase overall distribution costs. Market orientation focuses on discovering and meeting the needs and/or requirements of customers through its product mix. It is, therefore, a coordinated marketing campaign between a supplier and its buyers with the view of meeting customer demands. Finally, the aspect of inten-electro aggressive strategy that fast moving consumer goods firms least focused on was their ability to secure several outlets. This result produced the lowest mean with standard deviation (M=3.48; SD=1.090). This means that, in as much as firm intend to make their products accessible and availability to customers at all times, they struggle to open several outlets. This could be due to lack of funds to secure and manage several outlets. Studies have revealed that, intermediaries of fast moving consumer goods firms are dominated by small businesses with limited capital thus they struggle to expand their operations. This finding was in line with a study by Kotler et al. (2009) and Rosenbloom (2007) . Rosenbloom (2007) , for instance, revealed that, having too many channel partners/outlets can harm the brand image and the competitive positions of intermediaries. In conclusion an average mean of 4.02 depicts those firms in the fast moving consumer goods industry view inten-electro aggressive strategy as a determinant of market distribution strategy in this current dispensation. (2019) The results in Table II show that fast moving consumer goods firms adopt selec-electro aggressive strategy in order to establish a good relationship with its customers. This operational strategy had the highest mean with standard deviation (M= 4.28; SD= .797). Firms in this industry chose few outlets both physical and electronically to showcase their products. Thus the distribution intensity is quite marginal but aggressively should be supported with an integrated marketing communication programme to achieve its distribution objective (M=4.08; SD=.702). Meeting customer requirements on time is the second underlying reason why fast moving consumer goods firms might resort to selec-electro aggressive strategy (3.83; SD=1.002). This implies that, meeting customer requirement is a key objective of firms that adopt selec-electro aggressive strategy. Kotler et al. (2009) revealed that, it is appropriate companies to meet customers' requirements by allowing them to compare designs, prices, styles and other features of their products. Moreover, fast moving consumer goods companies adopt this strategy in order to have moderate control over their outlets or customers. This is because, the result had a moderate mean with standard deviation (M=3.72; SD=.996). This means that, the presence of other intermediary firms and actors induce some wholesalers and retailers to have some level of control over their customers. This would ensure that, intermediaries develop strategic relationships with customers and in turn deliver products that meet their requirements. This finding was in line with a study by Kotler et al. (2009) who found that, intermediaries have adequate market coverage with more control over their outlets and customers. Finally, the table revealed that, although fast moving consumer goods firms adopt selec-electro aggressive strategy, they pay minimal attention on opening several outlets. This result had the lowest mean with standard deviation (M=3.14; SD=1.093). This means that, fast moving consumer goods firms pay more attention to establishing few outlets other than several outlets. This could be because, establishing few outlets would ensure that firms have adequate control over their activities and thus are easily able to exert maximum control over them. This finding was in line with a study by Yeboah et al. (2013) who found that, having less intensive distribution outlets is a major focus of select distribution strategy. This would ensure that FMCG companies have medium level of control over their customers. An average mean of 3.81 proves empirically that fast moving consumer goods firms have adopted selec-electro aggressive strategy as a marketing distribution strategy. (2019) The table revealed that fast moving consumer goods companies adopted the exclu-electro aggressive strategy in order to dictate prices. This result had the highest mean with standard deviation (M=3.83; SD=1.037). This implies that, prices of products can be dictated by the companies in order to have strong influence over their consumers. This strategy could be employed when the firm have strong brand images in the market. This finding was in line with a study by Zhao et al. (2010) who found that, fast moving consumer goods companies could adopt exclusive distribution strategy in order to dictate prices of their products for control purposes. Also, the table revealed that, fast moving consumer goods companies adopt this strategy in order to have control over their corporate images. This result had a mean with standard deviation (M=.790; SD=.940). This means that, firms that adopt this strategy are able to control their brand or corporate images over others. This implies that, having control over one's brand image is key to its growth and competitiveness. This finding was in line with a study by Ferrell and Hartline (2011) and Kotler et al. (2009) . They found that, exclusive distribution strategy has the traits of focusing on a specific market and also selling at high prices in bid to ensure that firms have adequate control over their corporate or brand images. Moreover, Table III revealed that, fast moving consumer goods companies adopt excluelectro aggressive strategy in bid to have high involvement in their distribution activities. This result had a high mean with standard deviation (M=3.62; SD=1.083). This implies that, firms that adopt the do not want to encourage subcontracting their core activities (distribution or retailing) to other firms. This could be because, they intend to have control over their consumers in bid to dictate prices and also control their brand images. This finding was in line with a study by Ferrell and Hartline (2011) who revealed that, high involvement is a key aspect of exclusive distribution strategy. They added that, firms are able to control their inventories and ensure high level of customer service whenever they adopt this strategy. Finally, the table revealed that this strategy is appropriate not necessarily because they intend to have limited retail outlets. This is because, the result had the lowest mean with standard deviation (M=3.24; SD=1.123). This means that, companies adopt the strategy due to other factors such as control brand image, control customers and ensure high level of involvement other than establish limited retail outlets. This implies that, companies could adopt this strategy and still have the ability to control several retail outlets. Also, although companies adopt this strategy to sell to a specific market, they could require several outlets in bid to achieve their objectives. This finding was in line with studies by Ferrell and Hartline (2011) and Kotler et al. (2012) who found that, firms adopt exclusive distribution strategy in order to sell products to specific market segments in a defined geographic area. Thus, companies could have several retail outlets within a defined geographic area. Finally, the study's result revealed that, the intensive distribution strategy (IDS) was the most adopted strategy by the FMCG companies within the Central Region of Ghana. This result had the highest overall average score (M=3.99). This result was followed by the selective distribution strategy (SDS) with an overall average score of 3.74. Finally, exclusive distribution strategy was identified as the strategy which was least adopted by the FMCG companies (M= 3.62). This implies that, FMCG companies are customer-centric thus rely on IDS in bid to make products accessible, available and convenient to customers. They also secure several outlets in order to make their products available to their customers. The Cronbach's alpha coefficient results, as presented in Table IV shows that all the scales for measuring the variables in the study exceed the universally accepted value of 0.7, inten-electro aggressive distribution strategy recorded a Cronbach's Alpha of 0.707 which demonstrates that, the items used in measuring the variable in question were reliable. Likewise, the Cronbach's Alpha result for measuring the selec-electro aggressive distribution strategy was 0 .795 which depicts that the objects used in measuring the variable was highly reliable in terms of analysis making. Similarly, the Cronbach's Alpha coefficient for excluelectro aggressive distribution strategy was .823 which in essence stipulates that the items and scale in measuring the variable was highly accurate and reliable. Again, the Cronbach's Alpha coefficient for sales performance was .878 which in turn asserts that the items and scale in measuring sales performance was highly accurate and reliable.
X. RESULTS AND DISCUSSION
XI. RELIABILITY
XII. CORRELATIONAL ANALYSIS AMONG STUDY VARIABLES
In establishing the relationships among the variables understudy, the Pearson's product moment correlation analysis was used. The results revealed positive relationships among the variables as shown in the Pearson's product moment correlation matrix in Table V . The table showed the strength and magnitude of the relationships between the independent and dependent variables. In terms of the relationship between inten-electro aggressive distribution strategy and sales performance, the correlation coefficient (r) using Pearson product moment correlation was .596 ** which was significant at ρ = 0.00<0.01. This means that, there was a significantly positive and moderate relationship between the variables. This implies that, an increase in inten-electro aggressive distribution strategy will lead to a significant but moderate increase in sales performance and vice versa. Also, the table showed the strength and magnitude of the relationship between selec-electro aggressive distribution strategy and sales performance. In terms of the relationship, the correlation coefficient (r) using Pearson product moment correlation was .424 ** which was significant at ρ = 0.00<0.01. This means that, there was a significantly positive but weak relationship. This implies that, an increase in selective distribution strategy will lead to a significant but weak increase in sales performance and vice versa. This could explain why most FMCG companies prefer InEADS to SeEADS. Finally, Table V showed the strength and magnitude of the relationship between exclu-electro aggressive distribution strategy and sales performance. In terms of the relationship, the correlation coefficient (r) using Pearson product moment correlation was .565 ** which was significant at ρ = 0.00<0.01. This means that, there was a significantly positive and moderate relationship ExEADS and SP. This implies that, an increase in exclu-electro aggressive distribution strategy will lead to a significant but moderate increase in sales performance and vice versa. Hence from Table VI , the 'Affran marketing distribution strategies' and sales performance were positively correlated, and the strength of the relationship was moderate at 0.657 a . The R squared which is the coefficient of determination is the proportion of variation in the dependent variable explained by the regression model. Thus, about (43.2%) of the variation that existed in sales performance was caused by the distribution strategies. Also, the Adjusted R 2 of (42.8%) explained the variation in sales performance that was being explained by adjustments in the distribution strategies in the regression model. It implies that, the Affran marketing distribution strategies could positively cause a change in sales performance thus they should be continuously improved. Table VII also presented the ANOVA result which provided the test significance for R and R 2 using the F-statistic. The F statistic was the regression mean square (MSR) divided by the residual mean square (MSE). If the significance value of the F statistic is small (smaller than say 0.05) then the independent variables do a good job in explaining the variation in the dependent variable. From Table VII , the analysis showed the ρ-value was well below .01 (ρ = 0.00). This means that, R and R 2 between the distribution strategies and sales performance was statistically significant, and therefore they significantly influence sales performance. Thus, any increase in these distribution strategies could invariably increase sales performance of FMCG companies. This implies that, adopting these distribution strategies could have immense influence on their sales performance.
XIII. MULTIPLE REGRESSION ANALYSIS
From previous discussions of the findings of this study, the relationship between the variables under study has been established and there is the need to know their impact on sales performance. A. Inten-electro aggressive distribution strategy impacts positively on sales performance H1 :(If "inten-electro aggressive distribution strategy" is executed effectively it will have a significant positive influence on sales performance.) Table. VIII exhibits positive significant relationship between inten-electro aggressive strategy and sales performance ( $ = .490, p< 0.05). This newly propounded strategy (inten-electro aggressive strategy) is proven to have a significant impact on sales performance in the fast moving consumer goods industry understudy. Thus, inten-electro aggressive strategy has a moderate positive relationship with sales performance. The statistical implication is that, holding all other variables constant, inten-electro aggressive strategy induces 49.0 % change in sales performance of the fast moving consumer goods firms understudy. Thus, this results proves that a unit change in the effective execution of this strategy will induce 49.1% change in sales performance. In other words when inten-electro aggressive strategy is improved by 1%, sales will be improved by 49.0 percentage change. The significance level of this outcome according to the study results was 0.00 which is less than 0.05 indicating that the variance between the two variables in question was significant.
B. Exclu -electro aggressive distribution strategy, impact positively on sales performance H2: (If corporate managers, wholesalers and retailers execute "exclu-electro aggressive distribution strategy," then there will be a positive inclination towards sales performance.)
The study has proven that exclu -electro aggressive distribution strategy, impact positively on sales performance. It poses as a reasonable positive inclination to sales performance; thus ( $ = .595, p<0.05), and hence hypothesis two of the study was accepted. Thus, holding all other variables (InEADS & SeEADS) constant, Excluelectro aggressive distribution strategy causes 59.5 % change in sales performance. This result proves that a unit change in the efficacy of exclu -electro aggressive distribution strategy in will induce 59.5% change in the company's sales. The significance level of this outcome in reference to the study results was 0.000 which is less than the standard value of 0.05 indicating that the variance between the two variables in question was significant.
C. Selec-electro aggressive distribution strategy has a positive impact on sales performance (H3: "Selec-electro aggressive distribution strategy" will have a significant positive influence on the company's sales performance.)
The results in Table VIII indicates that selec-electro aggressive distribution strategy has a positive significant impact on sales performance thus ( $ =.532, p< 0.01). It can be said therefore that any improvement made in selecelectro aggressive distribution strategy, will cause sales performance of FMCG companies to increase by 53.2 %. In other words, when managers of fast moving consumer goods firms improve or enhance this strategy by 1%, it will originate an increase of 53.2% sales performance. The significance level (p) of this result in reference to the study was 0.00 which is less than the unified value of significance 0.01 indicating that the variance between the two variables in question was significant. Hence the hypothesis three of the study was accepted.
XVII. IMPLICATIONS
This study has established an emphatic evidence proven with a data that businesses within the fast moving consumer goods industry needs to take a complete turnaround from the orthodox distribution strategy when it comes to delivering their goods and service to their target audience. It's call for a paradigm shift from the just intensive distribution strategy to inten-electro aggressive distribution strategy. This implies that distribution is not just transporting the goods physically from the point of production to the final consumer. Instead it involves applying both physical and electronic conduits powered with well-rehearsed integrated marketing communication stimuli. This strategic intent is to push the goods or service to the final consumer more speedily, accurately and promptly as well. It leaves no stone unturned because it progressively informs the consumer of the physical or electronic position of the goods during the distribution process. Thus, businesses desiring to adopt this new strategy are expected to secure more outlets physically and electronically with a strong market orientation policy. Products are to be made available, accessible to the customers' convenience. The entire process needs to be intertwine with an aggressive marketing communication programme. Again this study has proven that managers in H1=.490 H2=.532
H3=.532
Inten-electro aggressive distribution strategy
Sales performance
Exclu-electro aggressive distribution strategy Selec-electro aggressive distribution strategy this industry have unanimously agreed to adopt selec-electro aggressive strategy instead. This strategy calls for the following: strategically focusing on some selected outlets on the ground alongside the electronic platform. Develop a tactical strategy of delivering customers' requirements on times. Formulate good customer relationships management to beef up the existing relationship with customers. Excluelectro aggressive distribution strategy conveniently replaces extensive distribution strategy. As shown by the study this strategy is tricuspid in nature. Making the product available in the market place at the same time can be accessed in the market space under the wings of comprehensive integrated marketing communication stimuli. Managers should bear in mind that the tactical move is place the product at limited outlets both physically and electronically. The underlying reason is to help control the product image and also dictate prices in the catchment area. Managers wanting to attain a sustainable sales target in the fast moving consumer goods industry should channel their efforts implementing these strategies. Empirically proven that jointly and individually the 'Affran marketing distribution strategies' and sales performance were positively correlated, and the strength of the relationship was moderate. Again, they should synergistically combine both the electronic and social media elements when executing their distribution strategy. They should not ignore integrating marketing communication in the strategy since it is proven empirically to be a driving force towards the attainment of sales performance.
XVIII. SUGGESTIONS FOR FURTHER RESEARCH
Although the study provides useful insight into distribution strategies and sales performance of selected Fast-Moving Consumer Good (FMCG companies) within the Central Region of Ghana, the results cannot be generalized to the entire region or country as few FMCG companies were selected. The study therefore recommended that, further research should focus on a broader research by including other FMCG companies in the country as a whole.
